Introduction
O RIGINALLY, THE RUSH to put information on the Web began with creative expression and the notion of being hip, therefore, traditional media moved at enormous speeds to present news and information online. Newspapers were the first to adapt presenting content on the Web, television and radio soon followed fast remaking themselves to meet the challenges of technology in the late 1990s. While the physical structure of how news is brought to consumers is changed with the advent of online news sources, the act of disseminating news and information remains. Yet, as the number of traditional media online has grown in scope and presence, the pressure for many news organizations owned by media conglomerates is how best to capitalize on technological innovation in order to compete. Further, if traditional media outlets continue to forge partnerships across media, than it stands to reason that news and information will eventually come from a select few news sources. This is no more evident than with the growth of digital media, particularly the web. The notion that the web has lead to a homogenization of news and information or the repurposing of content found in traditional media is not surprising. Thus, the present study is an attempt to examine how traditional media respond to the web as an outlet for news and information.
Review of Literature
Although a relatively new area of research, some research has examined differences in traditional vs. online versions of media content along with the content and interactive features presented on media websites (Bates, Chambers, Emery, Jones, McClung, and Park, 1997; Chan-Olmsted & Park, 2000; Choi, 2004; Dibean & Garrison, 2001; Greer & Mensing, 2004; Ketterer, 2004; Kiernan & Levy, 1999; Li, 1998; Lin & Jeffres, 2001; Lind & Medoff, 1999; Lowrey, 1999; Massey & Levy, 1999; Massey, 2004; Peng, Tham, & Xiaoming, 1999; Pitts, 2003; Pitts & Harms, 2003; Randle & Mordock, 2002; Ren & Chan-Olmsted, 2004; Tewksbury, 2005; Thompson & Wassmuth, 2001 (Cassidy, 2006; Chyi & Lasorsa, 2002; Choi, 2004; Dimmick, Chen, & Li, 2004; Jung, 2003; Lin & Jeffres, 2001; Randazzo & Greer, 2003; Ren & Chan-Olmsted, 2004) .) Bates, Chambers, Emery, Jones, McClung, and Park's (1997) content analysis of television station websites found that just under 90% of television stations use their site for promotional purposes such as logo, links to network and other program suppliers, and basic information about the station. Most of these websites did not provide in-depth information about stories broadcast on-air, nor were they using their websites to complement their local news operations. These websites barely provided any type of community service activities, nor links to community or service related sites outside of the station's site. Sites were limited in design, and there was little use THE INTERNATIONAL JOURNAL OF TECHNOLOGY, KNOWLEDGE AND SOCIETY, VOLUME 3, 2007 http://www. Technology-Journal.com, ISSN 1832-3669 of audio and video. Interaction included email, search engines, forms for feedback, and customized news options. Li's (1998) content analysis of three U.S. Internet newspapers-USA Today, Washington Post, and the New York Times the dominant content on these websites was text. Online newspapers presentation style typically included a hybrid of graphics, photos, and text on the homepages of these websites, while text was mostly on inner pages. Peng, Tham, and Xiaoming (1999) further categorized web newspapers into one of four design styles-traditional newspaper format modified to fit the computer screen, text and graphics in addition to directories (links to newspaper sections), headlines plus text and directories, headlines plus directories, or directories only.
In 1999, Lind and Medoff found few radio station websites provided much by way of audio content, audio streaming, and downloadable audio files. Most websites included photos of station personnel along with images of the community and musical artists or other celebrities. Radio stations were also using their website as a promotional and informational tool regarding programming, talent, and general station information. Some local information, news, sports, weather, and entertainment was included on these websites too. Interaction with listeners was facilitated through forms and email, and seldom chats or forums. Kiernan and Levy (1999) found little evidence to support the theory that competition among commercial television stations influences the content on their websites. They also did not find a correlation among station financial resources, market rank or network affiliation. Chan-Olmsted and Park (2000) found local television station strength was their commitment to content such as text-oriented headline news and programming information with little coverage relevant to the community such as local job listings and yellow pages. Overall, they found that television station websites were not providing the same rich news and information typically found on newspaper websites. Lin and Jeffres' (2001) comparison of newspaper, radio, and television station websites in U.S. metropolitan area found community service and organizational promotion the dominant content, while email and feedback were the most common used communication elements on these websites. Newspaper websites mostly emphasized information and links to the community, as well as advertising and news content; whereas radio station websites strongly emphasized organizational promotion, and except for news stations, radio seldom featured news content. Newspaper websites however, were still lacking in the design and presentation of content, and television stations lagged behind in presenting diverse content, and made little use of streaming media. Lin and Jeffres' research also found media type and market size had little impact on the depth of coverage and content features except in larger markets that they suspect have more advertising dollars sponsoring their sites. Dibean and Garrison's (2001) longitudinal analysis of six newspapers revealed an upward trend of technologies used to develop websites. Overall, Dibean and Garrison found technologies relating to consumer services to be the most prevalent, and a growth in electronic commerce. However, plug-in technologies both years were seldom used, and they saw a decline in the use of Java applets from 1998 to 1999. Randle and Mordock (2002) found news/talk radio station websites, newspaper websites, and commercial television station websites provided some type of weather information such as text or graphic link to a specific weather page included on these website; however, minimal use of temperature and other weather-related information such as live photos or radar maps. However, television station websites included more weather related content than news/talk radio and newspaper websites. Pitts (2003) analysis of television station websites revealed that they were not effectively using their websites for news and information. Television stations typically provided text-only content and rarely capitalized on dynamic content such as audio, video and other multimedia products. Few websites provided extra-content to stories presented in their traditional counterpart; and very little content originating from corresponding television stations, rather most content was from either the Associated Press or their own network. Pitts did find moderate interactivity including places to submit news tips, file complaints, phone numbers and mailing addresses. One-third of television affiliates promoted upcoming on-air content on their websites and half posted their programming schedule online. However, navigation of websites was confusing, links did not always work and it took two to three clicks to get to the news portion of the website. Pitts and Harms (2003) found radio station websites promoted on-air contest promotions, concerts of musical artists, and their disc jockeys more than anything else on their websites. Mostly though, content included program logs and information about a radio station's work with community projects. Less than half of these websites were streaming live and mostly limited interactivity to email and station phone numbers. Ketterer, Weir, Smethers, and Back (2004) examined content both in the Daily Oklahoman and on KWTV to see how both media approached convergence. Ketterer et al. found that both companies fell short of their stated goal of convergence; rather both media were still seen as competitors for both advertising revenue and for news. Instead of both media expanding their resources to provide more coverage through convergence, there was little coverage, and from a reader's point of view, coverage was erratic and inconsistent; though Ketterer et al. did find coordination of stories appearing on both the joint website as well as on their separate websites. Greer and Mensing's (2004) analysis of online newspapers between 1997 and 2003 found a modest increase in the presence of multimedia elements, and interactive features such as email, postings of reader responses, and customizable news. Tewksbury's (2005) examination of newspaper, radio, television and television outlets as well as two web-only news outlets found that Internet users sought out news websites for the specialized content they provide. Dailey, Demo and Spillman (2005) found that most newspapers committed to partnerships with television stations were engaged in convergence at the cross-promotion stage of the Convergence Continuum. They also found a limited number of partnerships during the coopetition, content-sharing and convergence stages of the continuum. Rosenberry's (2005) analysis of forty-seven online newspapers found little improvement in public affairs coverage on news websites. Letters to the editor was the most common technology used by readers online. Almost half the online newspapers included some type of forum or message board, about a third provided interactive storytelling, and half included online polls.
Cooke (2005) tracked trends in the visual presentation of news in print, television, and the Internet over a forty-year period from the 1960s to 2002. In the 1970s, newspaper design started to move to a modular and more spacious layout along with the addition of composite graphics in television news. In the 1980s, both television and newspapers shifted to a "scan-and-go" format that fully materialized in the 1990s with public access to the Internet; content was quickly scannable and information was presented in a module format across all media. Cooke's analysis linked the convergence of visual presentation and style of media to emerging new technologies, such as the blending of both structural and graphic elements across media that converge beyond those associated with boundaries common to traditional media.
Theoretical Framework
Although years ahead of his time, McLuhan's ideas and writings have come to fruition, with the manifestation of the Internet. Just like other major staples in our lives, the media too have become a major staple in our everyday lives. McLuhan said, "The electric light is pure information. It is a medium without a message, as it were, unless it is used to spell out some verbal ad or name. This fact, characteristic of all media, means that the 'content' of any medium is always another medium" (McLuhan, 1964 (McLuhan, /2001 McLuhan & Zingrone, 1995; p. 151) . McLuhan has also suggested, the 'content' found in traditional media now "is made strong and intense just because" it plays out on the Web (p. 159), because it is the convergence of media that allows a new medium to be born. It is fair to say then that, news websites are an acceleration of traditional news media now available through the Internet and other electric outlets immediately. The unique attribute of the Web is that no one medium becomes obsolete per se, but rather old media converge with technology to become new, or to coexist in a new form. Before the media product may have been a newspaper, radio broadcast, or television broadcast, now it is a news website.
While the convergence of media brings about new and exciting ways for the audience to interact with information, it also leads to changes in the dynamics of media economics. Concerns arise regarding issues of ownership, control of information, and concentration of power. At the heart of this discussion is the homogeny. Take for example America Online Inc.'s (AOL) purchase of Time Warner Inc. This merger was not just the Internet provider AOL's acquisition of media and entertainment industry; it was the media giant of the 21st century acquiring the media giant of yesterday, Time Warner Inc. At the time of acquisition, Time Warner Inc. holdings included cable companies, magazines, movies, music, television, and sports. Though AOL was relatively new compared to Time Warner Inc., it was perceived by many as the leader in Internet-based media. Thus, the merger of the media giant from the 20 th century with that of the 21 st century appeared to most a logical marriage of old meets new media. "AOL Time Warner represents one example of the new breed of media conglomerate. Bigger, diversified, global, and powerful, the emerging media giants are the embodiment of broader industry trends" (Croteau and Hoynes, 2001, p. 3) .
Although the AOL Timer Warner merger was the largest of its kind, other similar mergers have occurred. Yet, while many see this as an exciting possibility for more media outlets and media products, it comes at the cost of large media corporations that own and control the bulk of old and new media products. As said by Croteau and Hoynes (2001) , what is happening in the media industry is an economic trend that has occurred in other industries, such as the consolidation and concentration in ownership in the past with the banking industry and telecommunications. Though previous industries have encountered their share of political and economic woes, society faces a different challenge from these media giants-few companies in control of the mass distribution and dissemination of ideas, news, information, and culture.
Yet, according to Howard's (2006) statistical-historical look at television ownership in the United States, long-term trends toward consolidation and cross-media ownership have prevailed throughout the history of broadcast television similar to radio and newspapers. Howard said, "Usually these stations are group owned by media companies that engage in some combination of newspaper publishing, television, radio, and cable (p. 73)." The 1996 Congressional action no longer limits cross-media ownership, therefore, Howard predicted that a trend for more consolidation will occur as well as the trend for more cross-media consolidation and ownership, thus resulting in more concentration of media ownership "among a smaller number of very large and powerful media operators (p. 75)." In a free society, the media not only exist to distribute and disseminate news and information, they also exists to make a profit. Here in lies the problem. While the news media seek to serve the public interest, they must also answer to their corporate interests; so, is there diversity in the media when only a few conglomerates own the media?
Traditional local news and Hollywood movies have long been labeled as homogeneous media products by employing the 'formula system' to the presentation of content (Croteau & Hoynes, 2001 ). Altheide and Snow (1979) suggest media dominance has occurred due to the generic formats media have employed to organize content and disseminate information in a speedy and efficient manner. Just as television assumed the convergence of newspapers and radio, the Internet assumes the formats of media before it. Similar to television, the Internet has been thought to provide users with the largest range of information as well as blend visual, aural, text and interactivity to heighten users experience to connect to the world. Technology then just as in recent times, contributes to formats of gathering and producing the news. Media logic then, is a useful framework from which to examine the issue of traditional media presence on the web. According to Altheide and Snow (1979) , media logic is one-way message producers communicate through the various formats of media:
we propose that both communicator and audience member employ a particular logic-a media logic-that is used to present and interpret various phenomena...media logic consists of a form of communication; the process through which media present and transmit information. Elements of this form include the various media and the formats used by these media. Format consists, in part, of how material is organized, the style in which it is presented, the focus or emphasis on particular characteristics of behavior, and the grammar of media communication. Format becomes a framework or a perspective that is used to present as well as interpret phenomena. (p. 10) Though many will say content is king, Altheide and Snow (1979) propose it is the mode and presentation of content that is important. News media follow a particular format to the content they present: world and national news; local news; sports and weather; and editorials; and some media such as television news is broken into timed segments. As such several dimensions need to be considered when deciding on form: length should be brief, select highly visual content, select content filled with conflict, violence and human interest, highly stylized and lots of color. Altheide and Snow (1979) , also suggest that competition influences media logic. For example, "We are referring to the way three of four stations in a market area will adopt the format and even the actual stories of its competitors in order to enhance their own ratings" (p. 78); or as Croteau and Hoynes (2001) described, imitation, "Instead of media that are diverse, innovative, substantive, and independent, the recent structural and strategic changes in the media industry have too often led to content that is homogenized, imitative, trivial, and constrained" (p. 151). As a result, there is an illusion that media conglomerates provide many media choices, and audiences buy into that illusion because they see the abundance of media outlets and fail to consider control and ownership of those media outlets. Imitation of media content often results in redundancy in media content. Diversity is not how many media outlets provide the same content; rather, it is the content that needs to be diverse. Hence, while media conglomerates pursue the almighty dollar, there is a lot of redundancy in media content as well as the look of that media content (Croteau &Hoynes, 2001) .
Another problem associated with homogenization is the loss of providing content for the local community. Croteau and Hoynes (2001) suggest media conglomerates have shifted local media control to their corporate headquarters therefore offering little or no connection to the community it is said to represent, resulting in the loss of local content.
According to Marx and Engels (1976/2001) , the prevailing group that has control over the means of production in society also controls the intellectual production so that those unable to attain the same intellectual capital and have power over resources are subjugated to those with the control. Durham and Kellner (2001) contend that Gramsci expanded these ideas to encompass hegemony or dominance without exert force. Ideologies may be imitated by domination in every part of society such as gender, race, ethnicity, sexuality, intellect, etc. In the case of the media, they keep the powerful people in control while the less powerful absorb what is presented to them. Hegemony is said to occur because the media are in control of the resources to acquire news and information and they dominant over the less educated that lack the ability to attain news and information.
Today's corporate culture is dominated by the media and the ruling ideas are those of the ruling class-the media. Readers or viewers not in control of the media reluctantly give consent to the media to maintain their ideological dominance on society (Croteau &Hoynes, 2001 ). Study of media content also reveals the formats and formulas of media culture production. "Seeing how competition for audiences decides what shows are produced also helps explain why there is homogeneity in products constituted within systems of production with established generic codes, formulaic conventions, and welldefined ideological boundaries" (Durham & Kellner, 2001, p. 19) .
Research Questions
It stands to reason then that publishing online is beneficial to traditional news media as an alternative way to reach declining audiences. The Web is certainly changing the way information is presented to the reader. Of particular interest here, is the presentation of news content and information across news media on the web. In 1999, people still sought traditional media for news and information (Chyi & Lasorsa, 1999; Peng et al., 1999 ), however, in 2005 , Pew (2006 reported that an upward trend has started to emerge for Internet savvy users to seek out news and information on the Internet instead of using traditional media.
Consider this: the Web was originally thought to be an alternative, innovative, and engaging media outlet. However, according to Altheide and Snow (1979) , formats are unavoidable. It possible then, that the 'formula system' has penetrated news media websites too. While traditional media were slow at first to establish a presence on the Web, Pew's (2006) research has shown that traditional media have established a presence on the Web. Even if media conglomerates own different media products, the question at hand is: How much content on news media websites is repurposed from traditional media outlets? The bottom line, as media partnerships continue, and media is owned and operated by few media conglomerates, the news will no longer cease to be a different product for each reader. The concern is at what point do consumers lose out in terms of diverse news streams. Thus, it is the purpose of this research to determine to what extent the online media presents a homogeny of news and information to the public. 
Method
A content analysis of daily newspaper websites, local news/talk and sports radio, and commercial television station websites was conducted late summer and fall 2005. A sample of media websites was generated from a U.S.-based Internet list reported by American Journalism Review (http://www.ajr.org). AJR provides a comprehensive listing of newspapers, magazines, radio, television and news/wire services websites. Previous media studies have also compiled their sample from AJR's listing (Massey & Levy, 1999; Pitts, 2003; Peng et al., 1999; Pitts & Harms, 2003; Randle & Mordock, 2002; Rosenberry, 2005) .
Similar to previous research, systematic skip sampling with a random start was used to select websites; approximately one fifth of each sample unit was selected (Chan-Olmsted & Kim, 2001; Kiernan & Levy, 1999; Pitts, 2003; Shapiro, 1992; 1993) . In total, 282 online daily and national newspapers, 112 news/talk and sports radio station websites, and 128 commercial television station websites contributed to the sample for this content analysis. Only websites that were free including a login or password and did not require a fee to access website were captured and downloaded as part of the sample for this study.
The unit of analysis in this study was the home page of news media websites. Two graduate students performed the coding of specified features on websites. Coders were already familiar with conducting a content analysis so training focused on operational definitions of each recording unit. Coders were instructed start at the homepage of every news website and only open hyperlinked features when prompted to determine the presence of features (i.e. link on home page for sports, the coder clicked on hyperlink to determine if sports coverage included high school sports, college sports, and professional sports).
Due to the ever-changing nature of website content and design collection of data occurred quickly and in a manner to ensure that all coders analyzed the same content. Some websites also required a form of login such as entering a zip code or birth date, or they used a template and the news organization just uploaded content. Because of the many different ways to construct and design a website, the primary investigator on this project used several software packages that create a "snapshot" of website content; these included: Internet Explorer for Mac, Pagesucker, WebCopier, WebTracker, and Blue Crab. All websites were downloaded and stored on external hard drives along with copies of DVDs so that coders and the primary investigator each had a copy of the websites included in the content analysis, based on methods employed by previous research (ChanOlmsted & Park, 2000; Choi, 2004) .
Inter-coder reliability was only used for training purposes and to confirm that coders understood the operational definitions with little if any interpretation by coders of the semantic meaning of the website content. Approximately ten percent of websites selected for the sample were coded for a reliability test-a procedure modified from Kiernan and Levy (1999) and Ren and Chan-Olmsted (2004) . Average inter-coder reliability using Scott's Pi formula was .81 (ranging from .62 to 1.0) (Riffe, Lacy, & Fico, 1998) . According to Bakeman and Gottman (1997) , .70 is an informal criterion acceptable for reliability; items coded with reliability lower than .70 were dropped from this analysis.
The coding instrument included 105 recording units derived from previous content analyses (Choi, 2004; Greer & Mensing, 2004; Ren & Chan-Olmsted, 2004; Pitts & Harms, 2003; Randle & Mordock, 2002; Lin & Jeffres, 2001; Kiernan & Levy, 1999; Lind & Medoff, 1999; Peng et al., 1999) . General coding categories included: presentation styles, content, streaming media, promotional content, crossmedia promotion, interactivity, and community outreach.
Findings
Research question one was answered by determining content diversity on both radio news talk and sports station websites and commercial television station websites. Content diversity refers to the variety of information that websites offer to users (Kiernan & Levy, 1999) . To measure content diversity, a composite measure was computed based on the variety of news-related information found on news websites (see Table 1 for content diversity). All content related to news was coded to represent a content diversity score one for presence or yes and zero for no presence for each of the 24 items. A summed score was computed to represent content diversity on news media websites (scores could range from 0 to 24). Coders noted the presence or absence of content on the homepage of the website and if the content was not present, they coded the presence or absence of a hyperlink to sub pages of the website for that content. The mean score for web newspaper content was 14.56, television station website content was 12.33, and radio station website content was 10.63. A oneway ANOVA test was used to compare the differences in content score for each of the news media. The results indicate that there were significant differences in the variety of content found across all news media sites, F (2, 519) = 30.30, p < .001. Research question one also looked to see the extent to which news media websites differentiated in coverage of news, weather, and sports (see Table 1 for content diversity). The results indicate that news coverage differed between web newspapers, radio station websites, and television station websites (x 2 = 161.96, d.f. = 6 = p < .001). Roughly all newspaper websites (82.3%) provided mostly local news coverage compared to almost half of television station websites (41.4%) and radio station websites (30.4%); radio (40.2%) were more likely to provide mostly national and international news coverage than both web newspapers (6%) and television station websites (16.4%). About a third of radio station websites (29.5%) provided a balance of local, national, and international news, and just over a third of television station websites (38.3%) provided a balance of local, national, and international news, while web newspapers only provided 14.9%. As Table 1 shows, there were differences in weather coverage between news media websites (x 2 = 78.47, d.f. = 8, p < .001). When it comes to sports coverage, the three media also differed significantly in sports coverage: sports on homepage (x 2 = 52.70, df. = 2, p < .001), sports on separate link (x 2 = 19.10, df = 2, p < .001), high school sports (x 2 = 102.76, df. = 8, p < .001), college sports (x 2 = 83.32, df. = 8, p < .001). Research question two uncovered how the news media differ in the presentation styles of web content. To determine if any difference in presentation styles exist, all visual design items (see Table 2 ) were summed to represent a design score, ranging from 0 to 8. One-way ANOVA results followed by Tukey post hoc test for multiple comparisons revealed that radio station websites (M = 6.03) presentation styles significantly differed in the presentation styles of their content when compared to web newspapers (M = 6.77) and television station websites (M = 6.52) websites, F (2, 519) = 17.78, p < .001. Web newspapers and television station websites did not differ significantly from each other in their presentation styles. To answer research question three, an interactivity score was computed using five variables that represent how news media facilitate communication between users of content and media websites. All communication items (see Table 3 ) were summed to represent an interactivity score ranging from 0 to 5. A one-way ANOVA test was run to compare the interactivity score of web newspapers, radio station websites, and television station websites, F (2, 519) = 13.63, p < .001. The F test was followed up with Tukey post hoc test for multiple comparisons. There were significant differences between newspaper websites (M = 1.90), radio (M = 1.40), and television station websites (M = 1.61) facilitation of communication between users of websites; however, radio and television station websites did not differ significantly from each other. Research question four looked to see how news media websites reached out to their community through their websites. A composite measure of ten items was computed to represent the volume of community outreach provided on news media websites (see Table  4 for community outreach). Data indicate a significant difference in news media websites' community outreach, F (2, 519) = 40.78, p < .001. The F test was followed up with Tukey post hoc test for multiple comparisons. Web newspapers (M = 3.28) were found to significantly reach out more to community through their websites compared to radio (M = 1.47) and television station websites (M = 1.76), though no significant differences between radio and television station websites. Table 5 , all news media provided little content via streaming and non-streaming media. Still, of the streaming and non-streaming media present, radio station websites (55.4%) provided more streaming media than television station websites (18.8%) and newspaper websites (0.4%); whereas television station websites (49.2%) were more likely to accompany news content with downloadable video clips, and radio station websites (62.5%) more often included downloadable audio clips with content compared to television station websites (9.4%) and newspaper websites (4.6%). To answer research question six, a composite score was computed of the nine variables relating to promotional content present on news media websites (see Table 6 for promotional content). A one-way ANOVA test was used to compare the differences in promotional content for each of the news media. The results indicate that there were significant differences in promotional content across all news media sites, F (2, 519) = 309.94, p < .001; however comparison of means revealed that television station websites (M = 4.10) includes somewhat more promotional content than radio station websites (M = 3.51), and considerably more promotional content than newspaper websites (M = 1.41). Research question seven examined how news media use their websites for cross-media promotion. A composite score was computed to tally the seven items that represent cross-media promotion of news media websites (see Table 7 for cross-media promotion). One-way ANOVA results indicate that all news media websites differed in their use of websites for cross-media promotion, F (2, 519) = 183.53, p < .001. Tukey post hoc test for multiple comparisons revealed that radio station websites (M = 5.36) engages in more cross-media promotion than newspaper websites (M = 1.43) and television station websites (M = 2.63).
Discussion and Conclusions
This study was designed to analyze traditional news media's response to the web as an outlet for news and information. Based on the number of traditional media outlets with a presence on the web, it would appear that traditional media outlets have resolved some of the earlier issues to producing and disseminating content on the web, as well as essential design strategies that makes their websites functional and aesthetically appealing to consumers. The question of whether the convergence of news media has lead to a homogenization of news and information was partially supported within news media, but not across media. All three media varied in content on their websites; however, only radio differed in format of content compared to newspapers and television station websites. Findings also indicate sameness in format and some imitation in content within media type; at least half of news media websites analyzed had similarities in content, though almost all media were similar in format.
Analysis also revealed that news media websites still limit their use of interactivity. The data also uncovered that newspaper websites reach out to their community more than the other media; radio and television station websites lagged behind which is surprising given that both have mastered developing community in their traditional media counterpart. Findings revealed that news media were still holding back from developing their streaming capabilities. Television station websites were actively using their website as a promotional tool more so than radio station websites and web newspapers, all media mostly used their websites as a form of brand identity by prominently displaying their media logo; and mostly television and radio promoted traditional media programming and/or playlists. However, the design and navigation of news media websites has improved over the years. When it comes to designing websites, all media were committed to maintaining a consistent look and feel to their web presence. Generally, websites were designed to enable users to quickly pop into the site, find what they want, content and menu structure were carefully organized to support fast search and retrieval, easy downloading of files, minimal graphics to speed download times, and index-like lists of links so that users get the information they want in three clicks or less.
Although it was anticipated that the growth of media conglomerates would influence content on news media websites, the findings presented here did not support this. News media may vary in their cross-media promotion, however few websites relied on other entities for content and information. Radio station websites more than other media relied on wire services for news the same as their traditional counterpart. This is not surprising given that their news coverage is mostly national and international in scope. It is also possible that traditional radio stations rely heavily on wire services, therefore radio station websites may be repurposing content already presented over-the-air. A follow-up study of the content presented in traditional media compared to the web counterpart might reveal if the homogenization of news is in fact between traditional media and their web counterpart and not between news media websites as was originally thought. Thus, as Altheide and Snow (1979) suggested, it would appear that the 'formula system' has penetrated news media websites too. So, while the Internet may have been viewed as an alternative and innovative news source, it has quickly become inundated with traditional media outlets providing the same formulaic content within their existing media logic.
This study did not distinguish between market size, rank, or circulation size, future research might look to see if web content is influenced by these factors as more advertising dollars are allotted to spend on dynamic content. Future research ought to continue tracking economic factors as technologies diffuse as the Internet pervades life. More research on the types of tools integrated on these websites and the special features that accompany them might prove insightful. The research presented here considered only media in the United States, future research might compare how media globally is extending their operations to the web as well as how they engage audience participation.
Although all news media have made an effort to provide more content, it would appear that they are playing it safe in their venture online by re-purposing or simply extending content from their traditional media. So, what is the answer? Regardless of the medium, the meaning of the public interest needs to be protected especially as new media outlets continue to blur and converge with each other. That means an active pursuit to produce and disseminate news content that is diverse and imparts varied viewpoints to the public. Though Durham and Kellner (2001) argue that today's post-modern society is fragmented, specialized, and expressive than ever before, the ideas generated by the Frankfurt School may still apply to news media websites-news and information controlled, produced, and disseminated by big corporations-at least for now. While individual groups or alternative subcultures of news and information dominated the Web in the early years as the big media companies were struggling to compete, the shift back to corporate dominance of intellect is emerging as traditional news media have found their way on the Web and have clearly established a presence. The question for future research-will there be enough room on the Web for the big media conglomerates and the alternative news media that found a place on the Web in the early years, or will big media consume them too? My guess, and that of others, there will be several smaller outlets for journalism content, and in return, smaller dispersed revenue streams, as well as media partnerships or alliances with some of these new smaller outlets of the future that will help media conglomerates use the web to foster community.
